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Spaces for consumption  
and transmedia activations 
Spaces for consumption have to predict  
and satisfy the needs and desires of their 
customers and must therefore always be 
alert to the main macrotrends that are 
dominating the sector. The implementation 
and activation of a transmedia 
communication strategy enables them to 
position themselves in a relevant and 
differentiated way with regard to their 
competitors.  
We propose commandments to help us 
perform specific actions in order to provide 
exceptional experiences to consumers and 
be sure of meeting their expectations, thus 
ensuring the success of a given business.
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Problems | Challenges | Opportunities
Business is facing a great future challenge caused by the 
instability of markets, the variables that result from con-
sumer behaviour and a technological and digital scenar-
io that is constantly changing. The formalities and strat-
egies of the past have to be abandoned, and an  effort 
needs to be made to adapt current business models to 
the new contextual coordinates and to the shopping 
habits that result from them.
The challenge consists in serving new customer pro-
files, from the millenials (1980-1990) to those conceptu-
alised as Generation D (1990-2000) and the i-Generation 
(2000-2010). These are hybrid profiles, which have a 
lot of information available to them, they are already 
experts, and consequently they expect spaces for con-
sumption that are omni-channel –environments that 
integrate online and offline contexts–. They consider 
the quality and price of the product, the design and aes-
thetic suitability of the space, the speed of service, the 
degree of personalisation, its alignment with dominant 
trends and lifestyles, the collaboration between brands 
and the offer of emotional and immersive experiences. 
A set of radical actions is needed, aimed at favouring 
a greater degree of connection and empathy between 
companies/brands and consumers. 
We face a whole set of changes that mark the present 
and future of spaces for consumption and that should 
serve as a stimulant for devising and implementing new 
propositions which, if aimed correctly and directed with 
skill, undoubtedly foreshadow the expected  successes. 
The channels are diversifying and the physicality of the 
space co-exists with everything that makes up the dig-
ital universe. The formats are multiplying and the clas-
sifications are becoming hybridised: big stores, flagships, 
concept stores, brand spaces and pop-ups. 
Our emphasis is on getting closer to the contempo-
rary customer, promoting originality and offering high-
ly attractive spaces. To this end, we carry out profound 
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transformations that we will now make explicit and 
analyse on the basis of significant examples. The aim 
is to surpass existing expectations and attract different 
audiences. Our qualitative research is based on a metho- 
dology that fosters intentional observation and in-depth, 
systematic analysis of different spaces: from cafeterias 
to restaurants, by way of hotels and a huge range of con-
cepts in current retail.
We focus our attention on our consumer, and we 
develop appropriate communication strategies in order 
to satisfy them. These strategies must also allow the 
consumer to participate in the processes of production, 
editing and distribution of information and content. In 
order to reach out to them, we design lines of action that 
are suggestive, eloquent and captivating with the inten-
tion of generating an exceptional emotional and senti-
mental connection.
The French sociologist Michel Maffesoli unveils 
the great myths of contemporary society, crystallised 
in a combination of collective dreams that define our 
present and enable us to know and satisfy the tastes and 
preferences of consumers. 
In a context defined by instability, a recurrent myth 
dominates: the return of hedonism. We choose to escape 
a reality that appears uncomfortable and unpleasant to 
us, and unleash the free play of imagination and fantasy. 
Maffesoli writes: “Life is dream (Calderón). Perhaps. In 
any event, through escapism, dreams become life. This 
relationship, at the very heart of the generalised com-
plexity, is the one that increasingly tends to characterise 
social existence” [1]. 
PROBLEMS
Contextual  
coordinates
Market uncertaintly 
Aesthetic frictions 
Technological  
inflections
CHALLENGES
New consumers profiles
Millenials (1980-1990) 
Generation d (1990-2000) 
Generation i (2000-2010)
OPPORTUNITIES
Activation
Experiential spaces 
Scripted spaces 
Aesthetic spaces
Table 1  
Problems | 
Challenges | 
Opportunities
Experiential spaces: 
immersion and 
interaction.
We face a whole set of changes 
that mark the present and future 
of spaces for consumption and 
that should serve as a stimulant 
for devising and implementing 
new propositions which, if aimed 
correctly and directed with 
skill, undoubtedly foreshadow 
the expected successes. The 
channels are diversifying and 
the physicality of the space 
co-exists with everything that 
makes up the digital universe. 
The formats are multiplying and 
the classifications are becoming 
hybridised: big stores, flagships, 
concept stores, brand spaces 
and pop-ups. 
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We stress the playful dimension of life and, as con-
sumers, extol the fact of experiencing and sharing with 
others a combination of exalted emotions. We demand 
spaces for consumption that kick-start experiences that 
are experiential and affective, vibrant and participa-
tive, theatrical and immersive, universes in which our 
senses burst forth: we demand the pleasure of seeing 
and watching, touching and tasting, in the context of an 
environment in which an appropriate musicality reigns, 
surrounded by highly suggestive aromas. 
The Webster, a concept store in Miami, dazzles us 
with the warmth of emblematic neon lights; we are 
pleased by the textured skins of the buildings that fill 
the streets of Sao Paulo and Los Angeles, and the flag-
ship of Vitra in the Petersen Automotive Museum. We 
delight our taste buds with the personalised ice creams 
that Magnum treats us with from various pop-ups; and 
we allow ourselves to be seduced by the music and the 
smells transmitted by evocative propositions such as 
those offered to us by Casa Bonay, Cotton House and 
Soho House in Barcelona.
These are transmedia activations that appeal to the 
five senses, amplify different sensory channels, magnify 
communication and pursue uniqueness. We can exem-
plify this proposition with Le Grand Musée du Parfum, 
which (re)opened in Paris at the end of 2016, a project 
offering an impeccable olfactory and sensory experi-
ence. The visitor is seduced on a journey that highlights 
the history of perfume, the secrets associated with the 
sense of smell and the art of the perfumer. The inten-
tion is to make the public a participant and awaken their 
memories and emotions with aromas;  a penetrable and 
captivating experience that leaves nobody indifferent. 
To prolong our experience, we can go through the shop 
and buy a product that enables us to establish an emo-
tional and olfactory bond with the museum. As fans of 
the space, we can also become followers on its social 
media channels.
Scripted Spaces: Lifestyle, Trends 
and Co-branding
New strategies are currently gaining dominance in the 
design and the communication of the spaces for con-
sumption that we pass through. Norman Klein, the 
American cultural theorist and critic, talks of scripted 
spaces, themed and narrative spaces that entertain the 
individual and make them the central character in a 
huge variety of commercial proposals [2]. You only have 
to think about cities such as Las Vegas or Second Life 
and about the Disney parks to know how to begin  future 
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Image 1 Interiors of Le Grand Musée du Parfum. Images by Maurici 
Figuera.
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an impeccable contemporary wabi-sabi. Conceived as 
a multidisciplinary space, it can be hybridised to offer 
different propositions, from art exhibitions to events of 
different kinds. 
An effort is made to align spaces for consumption 
with the trends dictating the direction of the market, in 
order to make them relevant for their consumers. The 
cosmetics brand Dr.Jart+ presents us with its new flag-
ship in Seoul and opts for promoting its environmental 
ethos. Built around the brand philosophy (the pursuit 
of beauty and health through science and culture), the 
actions to activate these environments and convert 
them into successful models. 
Klein talks to us about the need to generate artifi-
cial illusions in order to distract and entertain the cus-
tomer. The creation of coded atmospheres is essential, 
since they have a direct effect on the behaviour of the 
consumer. In our view, the transmedia environment 
depends on diversifying communication tactics: tell-
ing significant stories that appeal to different lifestyles, 
aligning us with different expressive trends that are 
dominant in the market and hybridising brands with the 
intention of addressing different types of customer from 
multiple platforms. 
Bunkhouse, the small chain of impeccable boutique 
hotels in Texas, is a clear example of the link with a 
community, the hipster community. It elevates and glo-
rifies their lifestyle on the basis of attention to detail 
and creates memorable experiences for them. In Austin, 
San Antonio or Marfa, and soon to arrive in California, 
it offers us total immersion in its own universe, created 
and standardised to satisfy its guests in different areas: 
comfort, culture and uniqueness. 
In a similar way, but with a much more personalist 
spirit, the lento lifestyle forges ahead in the urban fabric 
of the big cities and leads to the appearance of places of 
refuge for all who are seeking a break from the fast pace 
of modern life. In Beijing for example, we find a futur-
istic-looking tea house in the heart of a neighbourhood 
of Hutongs. In this curious space, which is far removed 
from the classical dark wood constructions with inter-
nal courtyards, serenity and a non-invasive luminosi-
ty prevail. It is called De Hui Tea Space, and it updates 
the heritage of Japanese aesthetics, surprising us with 
Image 2 Hotel San 
José, Austin. Images 
by Marta Marín.
Dr.Jart+ enables us to buy 
products while it invites us to 
breathe in good air and drink 
purified water, in an intensity of 
lighting that is healthy for the 
skin. It is an unconventional steel 
and glass space, part laboratory 
and part exhibition space, full 
of alcoves that emphasise the 
consumer’s experience with the 
brand and its values.
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brand new store has been designed in response to the 
pollution of the environment, and it exposes the way 
that pollution negatively affects the skin. Dr.Jart+ en-
ables us to buy products while it invites us to breathe 
in good air and drink purified water, in an intensity of 
lighting that is healthy for the skin. It is an unconven-
tional steel and glass space, part laboratory and part ex-
hibition space, full of alcoves that emphasise the con-
sumer’s experience with the brand and its values. 
GAP, the famous American clothes brand, has opt-
ed to promote the digitisation of its services and in this 
way gain a foothold in another of the dominant trends in 
the market: the digital boom. The technology sector is 
currently subject to constant and rapid innovation and 
more importantly, very high penetration and accept-
ance among an audience that is less and less niche and 
increasingly a mass audience. With the support of Goog-
le and Avametric, the brand has therefore  developed an 
app that does not merely allow us to buy clothes from 
home, but also to try them on. Thanks to data compiled 
and the opinions and needs of its customers, GAP Dress-
ing Room (as the app is called) enables us to use aug-
mented reality and design the body model that looks 
most like our own. With total clarity and in complete 
comfort, we can see how the clothes really look when 
put on and worn by people whose measurements are not 
those of the conventional models. 
And if we pass through Meatpacking, the much-ac-
claimed cool district of Manhattan, it will not be diffi-
cult to find the Samsung 837, a very new building that 
acts as a brand space for one of the pioneering brands in 
the digital sector. There are no Samsung products to buy 
in this space, although digital devices will be provided 
for us to make orders online. No, in this space the pur-
pose is for us to allow ourselves to be seduced and spend 
hours discovering all that the Korean brand can offer us: 
the best audiovisual quality in the service of immersive 
experiences, leisure areas (theatre, music, gastronomy, 
sports, culture, wellness, etc.), virtual reality spaces... In 
essence, it is the reinvention of the commercial space as 
a hub of entertainment, in which the product is present 
all the time, always at the service of the consumer. 
The aim of theming commercial spaces and clothing 
them with empathic, pleasurable and entertaining sto-
ries, means that we come across propositions that may 
initially be surprising because of their apparent dis-
cordance. That is the case with the curious co-branding 
between Pantone, the premium colour brand, and Air-
bnb, one of the unicorns [3] of the collaborative econ-
omy linked to accommodation. With the intention of 
promoting themselves and creating a differentiating 
and distinctive experience, the two companies have 
created an apartment in London based on a very  simple 
 concept: the colour green, Greenery, the Colour of the 
Year 2017 according to Pantone’s colour prediction. On 
this basis, they have re-imagined and re-converted a flat 
in an empty building into an exuberant urban oasis, full 
of plants and features that evoke the lead colour. The 
apartment is regarded as one of the best options for 
renting in the British capital, at a cost of about £200 per 
night. It is a complete transmedia experience: it merges 
the narratives and values of both brands, it approaches 
the worlds of design and interior design in a fluid way, it 
lives easily on social networks as a result of the content 
created not only by the brands, but also by the visitors, 
and it provides an impressive experience for everyone 
who is lucky and privileged enough to enjoy it in private. 
Without leaving London, we observe a similar re-
source activated by the urban fashion brand VANS. Its 
brand space House Of VANS, located in an underground 
space under the arches of old railway viaducts, was con-
ceived as an ingenious proposition that initially receives 
the visitor as if to a skatepark. In addition, it works as a 
multi-purpose space: cultural events are held there, and 
more importantly, it is the VANS living quarters for the 
brand’s future creatives. It is a magnetic hybridisation 
for the professionals and spectators who pass through it, 
since it is open to the public.
Aestheticisation of spaces: 
representational character
Lipovetsky and Serroy always have the capacity to sur-
prise us with highly inspirational ideas. Raising the 
question of how the new spaces for consumption should 
be, they support a cluster of propositions that extol aes-
theticisation. Both thinkers advocate a concept of aes-
thetics that claims the emotions and prioritises sensitive 
creativity. 
Aesthetic capitalism dominates as a new paradigm in 
contemporary societies, and the dynamics of the market 
are based completely on seduction. The spaces that con-
sumers move around become magnified and spectacu-
lar because one unquestionable aim is being sought: to 
satisfy the desires of the clientele and positively satisfy 
the establishments and the brands. This is a new way 
of functioning that “rationally and in a generalised way, 
exploits the aesthetic-imaginary-emotional dimensions 
for the purposes of profit and winning markets” [4]. 
These games of seduction increase the business 
 volume of the companies and, therefore, aesthetic pro-
ductions that have winning the market as their objective 
proliferate. In order to generate pleasure, we embellish 
and choreograph physical and digital spaces: Kindo, in 
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an experimental design that seeks to satisfy every kind 
of audience: unconventional shapes, the use of  natural 
and tactile materials, custom-built furniture and warm, 
human lighting. It is a welcoming environment from 
which interesting narratives are presented that  enable 
us to journey into social and cultural aspects of the Re-
public of Azerbaijan. 
To return to challenging the conceptualisation of 
the big stores, we can go to St Petersburg and visit Au 
Pont Rouge. Rafael de Cárdenas has restored a classic 
commercial proposition from 1907 and modernised it 
with dynamic, geometrical and vibrant shapes through 
the use of metal and glass, with improbable colours and 
exceptional touches of brilliance. The composition and 
distribution of the spaces are versatile and allow the 
inclusion of exciting pop-up shops that accommodate 
anything from tattoo studios to neoconceptual barber’s 
shops. 
The commandments: concluding and 
inspiring
These are some of the spaces for consumption that we 
can focus on if we want to keep up with the new gen-
erations that have grown up totally immersed in om-
ni-channel environments: audience profiles that move 
from one medium to another in a spontaneous, easy, 
consistent and relaxed manner. 
In order to put the assets we have been analysing 
into play, we propose ten commandments for success 
which, if well aimed and implemented, will ensure that 
brands and companies satisfy the needs and wishes of 
the new types of consumer that are emerging in our con-
temporary market.
We have recently witnessed one of the phenomena 
that has had the most influence on social networks, and 
has revolutionised them. In fact, it is also a proposition 
that explores the potential of the new spaces for con-
sumption. We are talking about the pop-up that Daft 
Punk, the quintessential electronic pop duet, opened for 
nine days in Melrose Avenue, Los Angeles. The fame of 
this event enables us to assess whether the activations 
in our ten commandments will bring us to the desired 
results.
The pop-up was a proposition that was conceived 
as an ephemeral and provisional space from the start. 
The theming was done with the aim of transporting 
the  visitors onto the famous film sets of the Daft Punk 
videos, providing a total immersion in their referential 
world. Another key point was promoting retailtainment: 
this was not a conventional shop, since it maximised the 
Monterrey, prioritises dynamic and unique shapes; in 
the city of Shanghai, SNF Fashion Store communicates 
with innovative compositions and textures; and in 
 Amsterdam, The Pelican Studio surprises us with fasci-
nating colour palettes that make a big impact on Insta-
gram, a fact that gives them great visibility.
A little while ago, we would walk through airports 
and big shopping centres and would consider them to 
be spaces lacking in personality, cold and aseptic, to the 
point that Marc Augé even talked of non-places, spaces 
for anonymity, transit zones, without identity [5]. Cur-
rently, these spaces are intensifying their appearance 
and deploying sumptuous spectacles (ornate and monu-
mental decorations) and powerfully attractive features: 
exhibition halls, visual effects and actions curated by 
artists and creatives. All this accompanied by impres-
sive websites and an exultant activation of diverse social 
networks.
Going round the international airport at Baku  allows 
us to observe how an organic, elegant and sleek aesthetic 
proposition is developed. The Autoban studio presents 
Imagen 3 Screenshot from the Instagram page of The Pelican Studio.
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experience of the brand’s fans, giving them direct access 
to objects that went beyond the official merchandising 
for the first time. Users could interact with the exhibits, 
and the whole space was conceived to be 100 % compat-
ible with Instagram, so the digital world was inundated 
organically. The fact that Daft Punk used it to get close 
to their fans, at the same time as explaining their story 
and making the fans participants in it, ensured an inspi-
rational narrative. Hybridisation came from multiple 
perspectives, since the pop-up was not an isolated event. 
It coincided with the return of the duo after some years 
of silence, and the comeback surprised us with a great 
spectacle: a joint performance  with The Weeknd at the 
Grammy awards ceremony.  
In short, it was a highly seductive proposition, both 
for the fans and for the communications media, and a 
collection of stimulants to activate the senses such as 
sight, hearing and touch. We do not know if they played 
with taste or the sense of smell. But one could always 
go to Gracias Madre or Au Fudge, both also on Melrose 
Avenue, and revel in curious gastronomic propositions, 
while the mind wandered around transmedia spaces 
like these that attract, inspire and fascinate us so much. 
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Table 2 Commandments. Activating spaces for consumption.
1 Seduce
From WOW effect to Delight Me
6 Motivate
Promote interaction at all levels
2 Host
Immersive participations
7 Digitalise
Technology as a partner
3 Provoke
The five senses into play
8 Merge
Sum of hybrid 
4 Inspire
Evasive and suggestive stories
9 Thematise
Visual and conceptual topics
5 Entertain
Cross coexistence: sale and leisure
10 Show
Flowed and ephemeral proposals
Users could interact with the 
exhibits, and the whole space 
was conceived to be 100 % 
compatible with Instagram, so 
the digital world was inundated 
organically. The fact that Daft 
Punk used it to get close to 
their fans, at the same time 
as explaining their story and 
making the fans participants 
in it, ensured an inspirational 
narrative. Hybridisation came 
from multiple perspectives, 
since the pop-up was not an 
isolated event. It coincided 
with the return of the duo 
after some years of silence, 
and the comeback surprised us 
with a great spectacle: a joint 
performance  with The Weeknd 
at the Grammy awards ceremony.
72
ELISAVA TEMES DE DISSENY
References
[1] Maffesoli, M. Mitologías: Nuestras idolatrías post-
modernas. Barcelona: Península, 2009, p. 78 y 79.
[2] Klein, N. The Vatican to Vegas: A History of Special 
Effects. Nueva York: The New Press, 2004.
[3] Lee, A. Welcome To The Unicorn Club: Learning 
From Billion-Dollar Startups [online]. Techcrunch.com 
[Accessed: 13 February 2017]. Available at: http://tcrn.
ch/2bfdh1w
[4] Lipovetsky, G.; Serroy, J. La estetización del mundo: 
vivir en la época del capitalismo artístico. Barcelona: An-
agrama, 2015, p. 9.
[5] Augé, M. Los «no lugares»: Espacios del anonimato: 
Una antropología de la sobremodernidad. Barcelona: Ge-
disa, 2005.
[6] Bein, K. Daft Punk Announced a Pop-Up Shop in Los 
Angeles and It is Not a Hoax. [online]. Billboard, [Ac-
cessed: 7 February 2017]. Available at: http://bit.ly/2k-
JfMOO
Bibliography
Augé, M. Los «no lugares»: Espacios del anonimato: Una 
antropología de la sobremodernidad. Barcelona: Gedisa, 
2005.
Chevalier, M.; Gutstatz, Michel. Luxe et Retail: le point 
de vente, lieux d’excellence. París: Dunod, 2013.
Klanten, R. Out of the Box!: Brand Experiences Between 
Pop-Up and Flagship. Berlín: Gestalten, 2011.
Klein, N. The Vatican to Vegas: A History of Special Ef-
fects. Nueva York: The New Press, 2004.
Lewis, R. The New Rules of Retail. Londres: Palgrave, 
2014.
Lipovetsky, G.; Serroy, J. La estetización del mundo: vivir 
en la época del capitalismo artístico. Barcelona: Anagra-
ma, 2015.
Ehmann, S.; Borges, S.; Klanten, R.; Michelle, G. Liquid 
Spaces: Scenography, Installations and Spatial Experienc-
es. Berlín: Gestalten, 2015.
Maffesoli, M. Mitologías: Nuestras idolatrías postmoder-
nas. Barcelona: Península, 2009. 
Morgan, T. Visual Merchandising: Window and In Store 
Displays for Retail. Londres: Laurence King, 2011.
Plunkett, D.; Reid, O. Detail in Contemporary Retail De-
sign. Londres: Laurence King, 2012.
Teufel, P.; Zimmermann, R. Hollistic Retail Design: Re-
shaping Shopping for the Digital Era. Amsterdam: Frame, 
2015.
73
 Marta Marín Anglada and Maurici Figuera Bertran 
Spaces for consumption and transmedia activations
